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An AICPA publication for the local firm

EXTENDING CLIENT SERVICES
For most CPAs, the best source of additional ser
vices is our existing client base. One way to tap this
is to expand our skills in areas such as personal
financial planning, litigation support, microcom
puters and strategic planning. How does one apply
this concept? For an answer, let’s examine one of
these areas—microcomputers.
Today, most CPAs who wish to stay current and to
maintain their client bases have acquired a basic, if
not sophisticated, understanding of microcom
puters. They no longer prepare financial statements
manually, and most of their clients receive an an
nual budget or long-term projection. If everyone
does budgets and projections on the computer, how
ever, what else can be done?
What clients most want is to run their businesses
efficiently, effectively and profitably. Typically, what
they receive from their CPAs is a reiteration of where
they have been, an indication of where they are
going and some advice along the way. None of this
helps particularly in achieving primary goals or
assists in running the business on a day-to-day basis.
Only by being close to clients and understanding
their businesses will practitioners be aware of their
needs. This involves spending time with clients and
building close relationships. Practitioners cannot
wait for clients to approach them. To be effective,
CPAs must be alert to microcomputer opportunities
and go to the clients.
In our practice, we found that we could easily
convert a great deal of manual number crunching to
simple spreadsheet applications and sometimes re
alize significant time savings. In fact, there are
many simple computer applications that can help
clients increase sales, reduce costs and, generally,
run their businesses more effectively.
An example, which fits many different industries,
is a pricing model. Any business that builds sophis

ticated products based upon particular specifica
tions must analyze the costs involved to derive its
pricing structure. In situations with a large number
of variable cost factors, the potential exists for a
model that can increase pricing efficiency. This can
be accomplished if the factors can be quantified.
We identified just such an opportunity when
meeting with the engineering staff of a client. With
some experience with costs relating to engineering
estimating, it was apparent to us that the engineer
ing specifications could be translated first into a
cost and then into a model. With help from the
owner, a highly skilled engineer, we transferred the
application from an engineering into an accounting
perspective and then into a microcomputer ap
plication.
Prior to using a microcomputer, the client had
met with potential customers to determine their
requirements and then had manually computed the
sales price to be bid for supplying needed equip
ment. Due to the detailed and technical nature of
the specifications, calculation of the bid price was a
time-consuming and often inaccurate process. Er
rors sometimes resulted in the company’s losing
money on an equipment order that should have been
profitable.
Our staff developed a complex Lotus 1-2-3 tem
plate to replace the manual system, which incorpo
rates the needed tables and issues warnings when
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engineering specifications are exceeded. Today, all
quotes are prepared on the computerized pricing
model. The client benefits both from substantial
time savings and the accurate pricing of products.
Another application that evolved out of a meeting
with a construction client is a model to determine
the true aftertax cost of owning a home. The analy
sis helps the contractor highlight the benefits of
owning a home to prospective buyers, such as young
couples presently renting, and can significantly in
crease the contractors business.
Keeping a broad focus
The residential real estate application is, in effect, a
simple personal financial planning analysis—a ser
vice that CPAs are eminently suited to provide. Prac
titioners should not limit themselves by being
narrowly focused, however. Whether the applica
tion is of an engineering orientation as in the pricing
model, an aspect of selling or of a financial nature,
the CPA can effectively computerize it by breaking
the process down into steps. Working closely with
the client will ensure an effective computerized
model of the clients manual system.
Along with increasing sales, clients’ goals include
reducing costs. To do that, clients need to know what
the costs are composed of, what causes them to
change and the net effect this has on profitability.
The following example shows such an application.
The sales vice-president and the controller of a
client business had a disagreement regarding the
determination of salesmen’s commissions. The com
missions were calculated four to six months after
the transactions took place, which the vice-presi
dent viewed as a demotivator because the salesmen
had no idea of how they were doing. The accounting
department, on the other hand, found the commis
sion formula, which was based on sales, cash col
lections, gross profit margins and other factors,
complicated to administer. To speed the calculation
process, the firm was trying to use its mainframe
computer, but this was proving difficult to ac
complish.
As an interim step, we recommended building a

prototype model on the microcomputer, which
would allow the client to work out the problems in
computerizing the computation. In the process of
developing the template, the sales and accounting
departments resolved the problems of late and inac
curate information. Within a month of completion
of the model, the accounting department became
current in processing the commissions. The model
not only simplified the computation process but
also introduced important time savings. Ultimately,
the client decided to make significant revisions to
its commission structure as a result of the com
puterized model.
All of these models have developed out of clients’
needs. In some cases they began as a specific ap
plication which was so effective that the model was
later made generic, so as to apply to an entire indus
try. This is true of the next application.
In June of last year, we met with a client who runs
a small franchise restaurant. Although doing a rea
sonable volume, the restaurant was not profitable
and, at best, only neared break-even. The client com
plained of a loss of patrons due to changes in the
surrounding area, of problems in maintaining good
help and was having trouble sustaining his gross
profit level. Believing the client’s profit and menu
pricing problems to be the important areas, we
focused on these.
Predicting the effects of changes
In response to the inquiry of how he was currently
dealing with these situations, the client brought out
a large, detailed manual worksheet that usually
took several days to prepare. Because this resulted
in an inability to change prices easily and know
what effect this would have, proper pricing was a
definite problem. The regional franchise group ex
perienced the same difficulty in its periodic at
tempts to review and revise prices manually.
With several years’ experience developing
spreadsheet models, this seemed to us to be an ideal
application for a Lotus 1-2-3 template. We conferred
with the client as to the data he would need and the
form the model would take and were able, to a large
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HUNGER IN PARADISE RESTAURANT
SALES MIX ANALYSIS
DATE PROCESSED: 6/27/85
PROCESSED BY: BONNIE RIEDERER

# MENU ITEM

EST
UNIT
SALES

UNIT
PRICE

TOTAL
SALES

UNIT
COST

TOTAL
COST

COST
%

GROSS
PROFIT

GROSS
PROFIT
%

1
2
3
4

HAMBURGER PLATTER
CHEESEBURGER PLATTER
DIETER’S DELIGHT
FRUIT PLATE

250
300
450
120

2.95
3.10
3.50
2.25

737.50
930.00
1575.00
270.00

0.79
0.94
1.70
0.82

197.26
281.47
765.42
98.12

26.75
30.27
48.60
36.34

540.24
648.53
809.58
171.88

73.25
69.73
51.40
63.66

5
6
7
8

SANDWICHES GALORE
REUBEN SANDWICH
CHEF’S SURPRISE
APPLE PIE

250
170
125
75

3.50
1.95
2.75
0.75

875.00
331.50
343.75
56.25

0.92
0.77
1.84
0.35

230.37
130.67
229.78
26.53

26.33
39.42
66.84
47.17

644.63
200.83
113.97
29.72

73.67
60.58
33.16
52.83

9
10
11
12

CHOCOLATE CAKE
COFFEE—SMALL
COFFEE—LARGE
MILK

100
500
400
200

0.75
0.30
0.50
0.60

75.00
150.00
200.00
120.00

0.35
0.09
0.18
0.38

34.88
45.75
73.20
75.00

46.50
30.50
36.60
62.50

40.13
104.25
126.80
45.00

53.50
69.50
63.40
37.50

13
14
15
16

SODR—COLA
SODA—DIET COLA
SODA—ORANGE
ALL-AMERICAN MEAL

375
450
200
225

0.60
0.60
0.60
1.95

225.00
270.00
120.00
438.75

0.31
0.31
0.31
0.90

116.25
139.50
62.00
201.79

51.67
51.67
51.67
45.99

108.75
130.50
58.00
236.96

48.33
48.33
48.33
54.01

2707.99

40.31

4009.76

59.69

TOTALS

6717.75

extent, to work from the client's manual worksheet.
We determined that two sets of data would need to
be supplied by the client. The first, dealing with raw
ingredients, required a description of each item, the
bulk cost and a unit description. Based upon this
information, the model would calculate the per unit
cost.
The second set of data was the actual menu, that
is, the raw ingredients that make up a menu item
down to the lowest level of detail, including the
parsley or pickle. The model was designed specifi
cally for this clients restaurant. All food items used,
along with costs, were listed in the table of raw
ingredients. Then the model accessed the raw-ingre
dients table to determine the cost of each menu
item.
Building upon this information, we added gross
profit and sales mix analysis. These analyses allow
the restaurateur to evaluate the effect of cost and
price variations.
What were the results of this? A year later, the
client is making a profit for the first time in four
years. He reviews and updates prices quarterly, or
more frequently if he is experiencing significant
cost increases. This gives him the opportunity to
pass along food cost increases to the customers if he
so wishes.

Realizing the effectiveness of the application for
this particular client, we believed that other small
restaurants could benefit from the same analysis.
Applying a concept we had previously used, that is,
taking a specific, effective model and making it ge
neric to fit an industry or industry segment, we
designed a model that uses Lotus macro commands
and is flexible enough to fit any restaurant. User
forms allow the restaurateur to record his data,
which can then be entered into the model. The only
real limitation is the amount of memory available
on the hardware for processing.
We have examined in this article only a few exam
ples of extending client services through the use of
microcomputers. The number of applications is vir
tually limitless—it is up to the practitioner to use
existing relationships with clients to build future
services. In cases where clients may not wish to
purchase a computer, this can result in additional
engagements for the CPA in processing the model
for them. In the long run, both practitioners and
clients benefit. Clients are assisted in accomplish
ing their business goals while the CPAs extend client
services and expand their practices. □
—by Bruce Champion, CPA
and Bonnie Riederer, CPA
Milwaukee, Wisconsin
Practicing CPA, October 1985
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Increasing Staff Chargeability

I was surprised, several years ago, to find out that
the staff of our eight-person firm had no idea of the
number of chargeable hours expected of each indi
vidual. Producing an adequate number of charge
able hours for each staff member is an ongoing
challenge in most CPA firms, and the topic is dis
cussed frequently at management of an accounting
practice (MAP) conferences because of its direct
effect on firm profitability.
I have attended five national MAP conferences and
several state society ones. The following are some of
the ideas gleaned at these conferences which we
have implemented and which have helped us to sig
nificantly increase our staff productivity. We
□ Establish a yearly budget for each employee,
stating the number of chargeable hours ex
pected, and discuss the budget with each indi
vidual. (We also budget productive nonchargeable hours such as firm management,
billings, public relations and CPE.) The bud
gets should be reasonable (challenging but at
tainable)—it is amazing how performance
rises to the level of expectation.
□ Break down the annual budgets by month and

then into semimonthly periods (which coincide
with time-reporting periods). These monthly
budgets are based on seasonal patterns and are
heavily skewed toward busy season.
□ Post chargeable hours daily to a semimonthly
production report. (We keep ours on the office
bulletin board.) Employees who are out of the
office call in this information daily to the recep
tionist. The percentage of budget for the period
and year to date are computed for each em
ployee and for the total firm.
The daily totals are reviewed by the schedul
ing executive to pinpoint any problems before
they get out of control. Monthly chargeability
and a breakdown of nonchargeable time by
individual is maintained on a microcomputer.
To summarize, we have significantly increased in
dividual staff chargeability by establishing goals for
each employee, communicating these goals to the
employees, closely monitoring actual results, and by
taking corrective action where necessary. We find
that this results in employees being more aggressive
in seeking chargeable work, in a more profitable
firm, and in better control over operations. □
—by Wallace B. Collins, CPA
Jackson, Mississippi

April, 1985

MONTH
CURRENT MONTH
STAFF
MEMBER

ACTUAL
HOURS

BROWN

150

DOE

173¼

GREEN

JOHNSON

ROE
ROGERS

SMITH
WEBSTER

WHITE
COMPUTER

OTHER
TOTALS

BUDGET
HOURS

135
158
117
122

99¼
115¾
124
118½
168
187¼
168
mi
168
180¼
36
39
22
33
1383½ 1312
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YEAR TO DATE

OVER
(UNDER)
BUDGET
15

ACTUAL
HOURS

BUDGET
HOURS

OVER
(UNDER)
BUDGET

1984
YTD
ACTUAL

631¾

63^

657

150½

765
569

(14½)

578

591

(58)

459¾
558¼

15¼
(7¼)
(22¾)
21¾

572¾
533
431½

455

(23½)

(5½)

557½

600
810
810

(42½)
3¾
(20¼)

810

3¼

175
108

(38¾)

125¼

(8¼)

6350

(214)

1857½
4893

19¼
9½
12¼
3
//
Hi

789¾
813¼
136¼

6/36

290
392½
__________________

—
-------------
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Effective Interviewing
It’s human nature. Some people hide their light un
der a basket, some will let the light burn naturally
and some will positively set the basket on fire. Un
less you’re interviewing Pinocchio, it’s a real chal
lenge to assess the credibility of information you get
from resumes and initial interviews. The problem
for the interviewer is to sort these things out as
quickly and efficiently as possible.
CPAs have some significant advantages when it
comes to hiring at either a professional or para
professional level. We offer highly desirable posi
tions with substantial opportunities for personal
and professional growth. For these reasons, we can
afford to be choosy.
For this type of employment, education and expe
rience are generally good keys to an applicant’s po
tential. Of course there are pitfalls. Even individuals
out of college with excellent academic records,
pleasing personalities and all indications of being
excellent employees may lack essential charac
teristics. We need applicants who can
□ Follow instructions.
□
Empathize with clients and client personnel.
□
Get along with co-workers.
□ Reconcile themselves to the realities of the long
hours, hard work and stress that characterize
the public accounting profession.
Few things are more frustrating than to evaluate
resumes, go through interviews and start new em
ployees on the job only to discover that they lack one
or more skills or personality characteristics essen
tial to becoming valuable members of your
organization.
The most effective tool I’ve found to avoid this
frustration is a simple test. This test demonstrates
applicants’ abilities to follow instructions; perform
simple, specific accounting tasks; and respond log
ically to simple essay questions with a reasonable
level of written communications skills. It also pro
duces a handwriting sample—an often overlooked
but important matter. Such a test can be conducted
in-house with relative ease.
The tests I have used successfully require the ap
plicants to do things like writing simple journal
entries, thereby demonstrating the ability to ana
lyze common accounting transactions. My favorite
essay question is simple: "What does a CPA do?" The
answers can be enlightening and give the inter
viewer valuable clues both to the applicants’ profes
sional expectations and to their abilities to express
themselves in writing.
Our procedure is that if I am still interested after
an initial interview lasting 15 to 30 minutes, I ask
applicants to take the test, which can be completed

in under 30 minutes. Obviously, such a test is not
intended to be evaluated objectively. In fact, I make
a point of reviewing the results with applicants im
mediately after they complete it and then conclude
the interview.
This procedure has been well accepted by appli
cants, and the test time gives me ample opportunity
to make notes, fill out my standardized rating sheet
and contemplate any additional questions that may
need to be covered in the final phase of the interview.
In most small CPA firms, no one ever has the
opportunity to become a real pro at hiring. There
just isn’t enough opportunity to develop the re
quired skills. One source of help that I highly recom
mend is the excellent pamphlet distributed free by
Robert Half titled How to Hire Smart. It can be
ordered by writing to Robert Half International,
Inc., P.O. Box 4157, New York, N.Y. 10163. Of course,
there are many other articles and books which cover
in great detail the legal and tactical nuances of
hiring.
"I knew I wasn’t qualified for the position and
wouldn’t get the job, but I really appreciated your
letter." All job applicants, good, bad or in between,
should be treated courteously. Most people go to
considerable effort to submit a resume or attend an
interview, and it has always been my policy to re
spond in writing to each applicant.
All of our employees—our single most valuable
asset—were once applicants. We should hire them
carefully and treat them with respect. □
—by R. B. LeDoux, CPA
Cannon City, Colorado

Social Security Earnings
The Social Security Administration recom
mends periodic checking by individuals of
their historical earnings status because errors
do occur and, if undetected, could adversely
affect a person’s potential benefits. Many peo
ple are not aware of this.
Urging clients to check their social security
earnings, Parker Wittus and Company, a
Southfield, Michigan, CPA firm, recently en
closed the administration’s Form 7004 PC,
"Request for Social Security Statement of
Earnings,” with its client newsletter. Telling
clients to contact their Social Security office if
the record is wrong, the firm also suggested
clients print on the bottom of the form, "Please
tell me what my monthly benefits will be when
I turn 65." Knowing this can help in personal
financial planning. [7]
Practicing CPA, October 1985
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What Motivates Staff?
At the outset, it is imperative to recognize the lack of
any real ability on anyone’s part to quantify motiva
tion. There are dozens of schools of thought on the
subject, and numerous attempts have been made at
classifying behavioral patterns and suggesting the
best environment for each. People’s behavior, how
ever, never seems to fit neatly into specific catego
ries and often seems to vary.
As managers, when we ask what motivates staff,
we really want to know what it is that causes people
to work with enthusiasm and commitment at those
tasks we want done. The key to finding the answer to
each situation is in knowing what we specifically

AICPA Firm Administrators
Conferences

Effective administration is crucial to local
firms, and a growing number of them are rec
ognizing the need for someone to work closely
with the managing partner and assume as
many of the administrative tasks as possible.
Determining the scope of this position, just
when to hire someone to fill it and what types
of skills and training are needed can be per
plexing questions.
Partners and administrators may find the
answers to these and other questions at one of
the two AICPA Firm Administrators Con
ferences. In order to accommodate the many
people who are interested in this rapidly ex
panding area, the conferences will be held on
two dates in two different locations: November
4-5 at the Four Seasons Hotel, Philadelphia,
and December 5-6 at the Ramada Renaissance
Hotel in Jackson, Mississippi.
The program, which consists of lectures and
panel and round-table discussions, features
the same speakers and topics at each site. The
topics include
□ Designing the administrator's role (for
partners responsible for that role).
□ Marketing programs from the admin
istrators perspective.
□ Communications in the firm.
□ The CPA office of tomorrow—here today.
□ How administrators can handle the
action.
The fee is $325. For further information, call
the Institutes meetings department at (212)
575-6451. □

Practicing CPA, October 1985

expect. The reason is that people tend to do what is
expected of them.
Management’s expectations of what it wants must
be clear from the start, particularly before hiring
anyone. These expectations must be carefully
thought through and written down, using as a guide
an up-to-date policy and procedures manual. This
will necessitate organization and planning.
People can change their behavioral patterns but
usually not enough to make it worthwhile for man
agement to spend much time in the attempt. It
makes more sense to hire only those people who are
already leaning in the desired direction. They are
far easier to motivate.
There is little value in our having expectations,
even if we write them down, if these expectations are
not clearly communicated to staff. This can be ac
complished through up-to-date job descriptions, or
ganizational charts, policy and procedures manuals
and at staff meeting discussions. Informal discus
sions are also a good idea, a way to let staff know
how things work and about the firm’s eccentricities.
Expectations should always be repeated because
so much of what we all hear is soon forgotten. Man
agement must get feedback to find out if the mes
sage is getting through, if it is being accepted and if
it is stimulating staff to action. The idea should be to
provide an invigorating environment in which man
agement’s expectations are so clear that staff have
an open opportunity to excel.
Knowledge of staff expectations is also an impor
tant ingredient in motivating employees. This does
not mean that management has to do everything
staff wants, but it does mean listening carefully to
what is being said.
Such matters as assignments, responsibilities,
loyalties, benefits and personal pride are usually
thought of as the reasons why people act in certain
ways. Yet the truth is that people rationalize and do
things that help them meet their own needs and
values. Management’s task in providing motivation
is to identify and meet the needs and identify and
shape the values. The more management knows
about the staff, the easier this task is.
While generalizations are usually not much help
in determining what motivates and what does not,
some general observations might be useful as a
starting point. One such observation is that perhaps
the quickest way to demotivate outstanding people
is to box them in with no challenges and nothing
new to capture their attention. One of the primary
reasons people leave their jobs is because they are
not challenged and are not learning.
If staff members have to guess where they stand
with management, they have little motivation to do
their best. They must know what management

7
thinks of their work. The way to get the loyalty of
staff members and provide a solid, motivational
environment is to hold well-planned and carefully
conducted performance reviews at least annually.
Staff members also need to participate as much as
possible in what is going on. They need to have an
opportunity for input, to be aware of problems, to
share in the good and bad and to be given credit
where it is due. People want to be part of the opera
tion and won't work well if left in the dark about
what is going on in the firm.
Outstanding people don’t like working in an en
vironment where decisions are hard to get. They
prefer to work for strong, action-oriented, decisive
management.
If favoritism is shown or if there is inconsistency
in the management of staff, it will go a long way
toward demotivating everyone in the firm. Every
one must be treated fairly.
All outstanding staff members need to see a path
way of upward mobility. Promotions, new assign
ments—any opportunity to get ahead motivates
people. Dead ends and blind alleys will quickly
create lethargy, and staff will leave. Good people like
to work in a firm that is positive, dynamic and well
thought of in the community. A firm that is poorly
operated or one that is disorganized will have trou
ble obtaining and retaining outstanding staff. It is
not necessary for a firm to pay the highest salaries in
its service area to attract such people. Salaries and
benefits, however, should be competitive.
Everyone wants to feel important, and managers
who can make staff members feel important and
valuable to the group create a good motivational
atmosphere. People want to be part of a great team.
To motivate staff members, management must
provide them with both growth opportunities and
opportunities to do quality work. More than this,
management must care about its people and find
out if it can help them. It should take an interest in
the total employee as opposed to not caring what
people do when they are out of the office.
Motivating staff is achieved through a combina
tion of superior management practices, showing
concern for the individual and making time for the
little things. Local practitioners are in the people
business, and anything done to meet peoples needs
and shape their values will help motivate them. In
the final analysis, management does not build a
firm. Management develops people, and it is they
who build the firm. □
—by Dan Bellas
The Professional Development Institute
College of Business Administration
North Texas State University
Denton, Texas 76203

Some Accounts Receivable
Collection Ideas
In talking with other CPAs, it appears there is a
universal problem—the collection of our accounts
receivable. Many practitioners and firms say that
accounts receivable and work-in-process are reach
ing levels of over 100 days of productivity. Several
reasons are given, such as poor economic conditions
or high tax bills, yet seldom does anyone admit to
being too busy or too preoccupied to manage ac
counts receivable properly.
In many cases, I suspect that it is mismanagement
that is the real cause of poor receivables collection.
If we took the time to review our own systems the
way we do our clients', I don’t think we would have
accounts receivable collection problems.
A quote by a speaker at a recent AICPA small firm
conference really hit home with me. He said that as
partners or shareholders we should treat our own
firms as our best client.
As CPAs, we drill into clients the necessity of
timely billing, follow-up and collection, but we sel
dom practice what we preach. We bill clients when
engagements are completed, rather than using
interim billing, and we hesitate to ask for retainers
from new or unfamiliar clients. We bill once a
month (if that) rather than twice a month and don’t
have a secretary or bookkeeper telephone when an
account is a month past due. We refuse to take a few
steps that could alleviate the problem because we
are too busy with client work.
To achieve better collection results, I suggest the
following:
□
Bill once a month or, better, twice.
□ Send follow-up unpaid-balance reminders
every 20 days.
□ Have a secretary, bookkeeper or office man
ager contact all accounts that are 45 days
delinquent.
□ Repeat this for all accounts that are 60 days
delinquent.
□ Make any accounts that are 90 days delinquent
the responsibility of the partner or CPA per
forming the work. This individual should per
sonally contact the client.
□ If any account is 120 days past due, consider
turning it over to a collection agency—a dras
tic step few firms are willing to undertake.
I am by no means suggesting disregard for clients
by the adoption of these procedures. What I am
suggesting is that we care for our own needs as well
as we care for the needs of our clients. Given the
benefits of sound business practices, our profes
sional practices will reward us handsomely. [7]
—by Mark J. Soukup, CPA
Fort Collins, Colorado
Practicing CPA, October 1985
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Letter to the Editor

Help in Selecting Software

Economic conditions continue to result in a large
number of bankruptcies and a need for insolvency
work for accountants. Because of this situation, I
thought that readers of the Practicing CPA might
like to be brought up to date on the activities of the
Association of Insolvency Accountants (AIA).
Formed in 1981 as the National Association of
Accountants in Insolvency to develop accounting
skills for application in the field of insolvency (see
the letter to the editor in the July 1983 issue), the
association now operates at a national level.
AIA's objectives include defining and developing
the role of accountants as provided in the Bank
ruptcy Reform Act of 1978, offering training, de
veloping and enforcing ethical standards of practice
in accounting for insolvency and providing a basis
for information sharing and cooperation.
The AIA will hold its annual conference on
November 4-5 at the Hyatt Regency Hotel in Chi
cago. Readers who would like more information
about the conference or the association should con
tact Alexander S. Knopfler, Suite 2800, 111 East
Wacker Drive, Chicago, Illinois 60601. □
—David S. Mork, CPA
St. Paul, Minnesota

There are numerous spreadsheet and integrated ac
counting programs currently available, but the
problem for many practitioners is to choose the one
best suited for their particular needs. There is a way
to solve this problem, however, and one that does
not necessitate practitioners having to rely on the
representations of software developers.
Software Digest, Inc., publishes two reports that
provide in-depth ratings of the major spreadsheet
and integrated accounting programs currently
available. The ratings are based on intensive and
objective tests conducted by the independent Na
tional Software Testing Laboratories, Inc. The re
ports show what the programs can and cannot do,
how they compare, how easy they are to learn, how
they meet the requirements of particular applica
tions and their prices.
As a special service, the AICPA has arranged to
make the two reports available to members at the
discounted price of $17.50 each or $29.00 for both.
Spreadsheet Programs (022014); Integrated Ac
counting Programs (022029); the two-report pack
age (022033): To order, write to Order Department,
AICPA, P.O. Box 1003, New York, N.Y. 10108-1003 or
telephone (212) 575-6426. □
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